This study investigates the customers' expectation and perceptions of service quality delivered by restaurants in Shiraz and its effect on customers' satisfaction and loyalty. By clustering sampling method, 450 customers of the restaurants located in all nine districts of Shiraz were selected and the data was collected from the respondents by means of a questionnaire. From the results it was found that customers' expectation yielded a significant effect on the customer's perceived quality and loyalty. Although, the effect of customers' expectation on the customers' satisfaction was not statistically supported. Moreover, it was discerned that the customers' perceived quality toward the service had a significant effect on the customers' satisfaction and customers' loyalty. Finally, the result demonstrated the existence of a significant influence imposed by the customers' satisfaction on the customers' loyalty.
INTRODUCTION
In a highly competitive restaurant industry, attracting customers with dedicated service and high quality food along with satisfying them and making them into loyal customers is critical for the success of the business (Gilbert et al., 2004) . The importance of providing quality services in restaurants has attracted intense attention among researchers and service managers. Conventionally, quality service is believed a key factor in satisfying customers and in boosting income as well as increasing market share (Ryu et al., 2008) . Indeed, previous studies found that providing high service and food quality in restaurant can enhance customer satisfaction and loyalty directly even in unacceptable dining environment (Ha and Jang, 2010; Wall and Berry, 2007) . Customers perceive and evaluate service based on performance of restaurant during service delivering (Ha and Jang, 2010) . Understanding the factors which affect customers' satisfaction and loyalty requires identifying the indicators of service quality in restaurants and their relationship with customer loyalty (Namkung et al., 2011) .
Despite the fact that there have been many studies conducted on the impact of service quality, there are no any research in this issue in restaurants and a majority of these researches revolved around only one or a few particular factors related to service quality. For example Barber et al. (2011) investigated how was service quality influenced by tangible elements only, while Ha and Jang (2010) discovered how was service quality affected by few dimensions including assurance, reliability, and responsiveness. Henceforth, there still seem to be areas calling for more scrutiny with the intention of recognizing the combined effects of tangible and intangible factors on service quality. Restaurants play a vital role in tourism industry (Novelli et al., 2006) . In addition, growing rate of women work in Iran affects people to use more restaurants and its affect to increase competition among them to attract more customers. On the other hand, increasing restaurant provide customers more alternative for choose (Haghighi et al., 2012) . Therefore, loyalty is considered as the most important factor for restaurant to attract more customers, hence, more profitable. However, it was not found research to analysis this problem in Shiraz restaurant. Shiraz is the fifth most popular city with more than 1455000 people and one of the oldest city of ancient Persia located in southwest of Iran. Because this city is well known as a city of poet, heritage capital, gardens, and flowers, has visited by so many international and domestic tourists (Mohamed and Moradi, 2011) . The main problem in this research was customer loyalty in restaurants located in Shiraz. Being weighty both theoretically and practically, this study examines the determinants of customer satisfaction and loyalty within the service quality, particularly in the restaurant context. In effect, the result of this study can considerably grant restaurateurs with several insights on the conspicuous role of service quality elements on both customer satisfaction and customer loyalty. It is anticipated that the findings of this study can be useful for managers of restaurants. They can be acquainted with what are right or wrong in providing services with the ultimate aim of retaining their customers while in turn contributing to the augmented market share and revenue.
LITERATURE REVIEW The effects of service quality
For the majority of customers having a memorable experience especially for dining, not just eating out of home, seems to be very prominent. It is asserted that they seek quality food and services to have an unforgettable experience at restaurants (Ryu and Han, 2011) . Service quality is defined as the result of a comparison established between the customers' expectation about the service and their perception of the actual services or the way such services are being provided (Akbaba, 2006) . By taking into account the above mentioned definition, it is realized that service quality without regarding the customers' perspective could not be even defined appropriately. Parasuraman et al., (1985) hypothesized that services entails three essential aspects, namely the intangibility, heterogeneity, and inseparability. Therefore, it is difficult to evaluate the service production in comparison with goods. In this context, consumers' expectation along with process and outcome is important in evaluating the service quality. Parasuraman et al. (1988) provided factors of service quality including tangible, reliability, empathy, assurance and responsiveness and used a model labeled as SERVQUAL. The SERVQUAL model has been frequently modified overtime. For example, Ting (2003) exploited the SERVQUAL technique to identify a gap between the customers' expectation of service quality and the service provided. Ekinci et al. (2003) used the modified SERVQUAL to realize whether the customers were more interested in the intangible service qualities or the tangible ones. Tsaur et al. (2002) indicated that Arabian Journal of Business and Management Review (Oman Chapter) Vol. 6, No.4, November 2016 3 responsiveness, tangible, the location, reputation, a prompt courteous service, friendly hospitality, and meal service are the most central factors for which the customers would desire to revisit a restaurant. Based on Hogreve and Gremler (2009) if company cannot meet their customers` expectation toward service quality, perceived quality is decreased. Since, customers have higher expectation of service industries (Wu et al., 2012) . Lin (2005) stated that companies which cannot understand and meet their customer expectations would be out of market between seven to nine years. To perceive service quality not only customer expectation is important, but also the factor by which customers compare their expectation with real service is considerable (Conrad et al., 2005; Wilkins et al., 2007) . Nilsson-Witell and Fundin (2005) argued that the customers value a service differently based on their attitudes and diverse conditions. For example, a service which is classified as fulfilled by one customer may be still expected by another. According to Kotler et al. (2002) several factors affect customer expectation such as communication, past experience, and personal needs. According to Wilkins et al. (2007) service quality is evaluated by customer throw their expectations about the experience. In fact, customers use a number of intrinsic and extrinsic cues to evaluate likely performance standard. Service expectations are affected from these cues by previous as well as particular experiences (Wilkins et al., 2007) . Satisfaction is defined as ''the consumer's fulfillment response. In fact satisfaction is a judgment that a product or service feature, or the product or service itself, provided (or is providing); a pleasurable level of consumption-related fulfillment, including levels of under-or overfulfillment'' (Oliver, 1997) . From the definition it is clear that the concept of satisfaction is a feeling of a person regarding the product or service after he or she buys or uses it (Vesel and Zabkar, 2009) . In other words, satisfaction is the change in attitude which is affected by the consumption experience (Wu and Liang, 2009) . As stated by Getty and Thompson (1995) , the customer's satisfaction is measured as the values, by which managers can assist and develop the satisfaction. According to Chen and Myagmarsuren (2013) satisfaction happened by developing the expectations about a product or service, before any real interaction takes place between the firm and the customer. Customer satisfaction is the consequence of customer expectation and customer perception of service quality (Ariffin and Maghzi, 2012; Chen and Myagmarsuren, 2013; Liu and Jang, 2009; Oliver, 1980 Oliver, , 1997 Poon and Low, 2005; Rajinikanth et al., 2011) . Mola and Jusoh (2011) argued that quality gap is the main cause of customer dissatisfaction. Customer overall satisfaction levels were associated with a possibility of repurchase restaurant (Choi and Chu (2001) and a high level of customer satisfaction caused in a higher share of purchases and better relationship continuity in the restaurant industry (Kim and Cha, 2002) . Brunner-Sperdin et al. (2012) stated that the emotional experience during service consumption is a central factor which affects the customer's satisfaction. Yet, recognizing the dissatisfaction in a study of the customer's behavior is as important as the satisfaction (Lin, 2008) . According to Zairi (2000) , most customers do not complaint about the product or service provider although they are dissatisfied. As a result, it is posed that the satisfied customers will tell to 5-6 other peoples, whereas the dissatisfied ones share their unfortunate experience with at least ten people. The effect of service quality on customer satisfaction has investigated in several studies (Ariffin and Maghzi, 2012; Brady and Cronin Jr, 2001; Kim et al., 2006; Parasuraman et al., 1988; Poon and Low, 2005; Riscinto-Kozub, 2008) . As announced by Oliver (1980) , the customers' satisfaction is the consequence of the customers' expectation as well as Arabian Journal of Business and Management Review (Oman Chapter) Vol. 6, No.4, November 2016 their perceptions of service quality. Fornell et al. (1996) found that the customer satisfaction is a consequence of the customer's expectation and perception of service quality. Based on Kim et al. (2007) customer loyalty is defined as the customer attitude toward the service formed by customer`s past experience. The effect of service quality on customer loyalty has investigated in several studies (Kandampully and Hu, 2007; Kayaman and Arasli, 2007; Kim et al., 2008; Chitty et al., 2007) . Some studies found that service quality affects customer loyalty through customer satisfaction (Ekinci et al., 2003; Mei et al., 1999; Mey et al., 2006; Mola and Jusoh, 2011; Poon and Low, 2005; Razalli, 2008; Rizal, 2008) . Chen and Myagmarsuren (2013) stated that if the tourism companies such as restaurants are able to provide high qualified services and the consumers identify this, it leads to latter's assessment of the quality and generate satisfaction, finally, contribute to positive and favoring customer loyalty and decrease the customers' inspiration to select a competing company.
To this end, the current research established the three subsequent hypotheses with reference to H1: Customers' expectation toward service quality has a significant effect on the perceived service quality. H2: Customers' expectation has a significant influence on the satisfaction. H3: Customers' expectation has a significant influence on loyalty. H4: Perceived service quality has a significant influence on customer satisfaction H5: Perceive service quality has a significant influence on loyalty
Customer loyalty
In highly competitive restaurant industry, providing high quality services and food to affect customers to be satisfied and loyal is fundamental for success (Namkung et al., 2011) . Loyal customers are considered as a vital element of restaurant growth. According to Chen and Myagmarsuren (2013) customers intend to be loyal to the company if they find that the service is qualified. Loyalty contains attitudinal and behavioral dimensions . Based on Rundle-Thiele (2005) , attitudinal loyalty is concerned with a function of psychological process defined as a customer's tendency towards a brand. Several attitudinal loyalty factors which have been mentioned in the previous researches include the preference (Butcher et al., 2001) , the intention to repurchase (Lee and Cunningham, 2001) , the word of mouth , and commitment (Bloemer et al., 1999) . Some measures of attitudinal loyalty provided by Rundle-Thiele (2005) entails the complaining behavior, propensity to be loyal, resistance to competing offers, and situational loyalty. As proved through the results reported by various studies in a variety of industries, there is an established correlation between the customer satisfaction and loyalty (Hennig-Thurau et al., 2002; Lai et al., 2009; Rauyruen and Miller, 2007) . Kim, et al. (2010) conducted a research to find the relationship between the personality, satisfaction and loyalty in food industry. It was shown from the results that the customer loyalty was affected by food involvement positively. It means that the customers who desire to test new foods and consider the food as an important factor are more satisfied and not only come again, but also recommend it to the others. Furthermore, Olsen (2002) found that the relationship between the quality and loyalty as well as between the satisfaction and loyalty was positive. Vol. 6, No.4, November 2016 5 Thus based on the literature above, it is hypothesized that: H6: Customer satisfaction has a significant effect on customer loyalty Based on the literature review and the hypotheses, the research model is exhibited in figure 1 . Each variable of the model was selected based on the variables provided in the hypotheses. In fact as it was mentioned in the literature review, customer loyalty is affected by customer satisfaction while satisfaction in turn is influenced by perceived service quality. Finally, perceived service quality is affected by both expectation and service quality with its five dimensions. 
Arabian Journal of Business and Management Review (Oman Chapter)

METHODOLOGY
According to the literature and formulated hypotheses, a self-administered questionnaire was developed to collect the data from the respondents in this study. The questionnaire encompassed five sections. The first part of the questionnaire provides the respondents' expectations toward service quality in the restaurants, while the second part asked them to rate the quality services of the restaurant they visited. In this part, from the 20 standard 5-Point Likert-type questions the respondents were enquired to provide their perceptions regarding the five dimensions related to service quality including the tangible, assurance, reliability, responsibility, and empathy. The third part collected the data concerning the respondents' satisfaction level of patronizing the restaurants through 4 questions provided. The fourth part measured the respondents' perceived loyalty toward the restaurant where services were received involving 8 questions. The last part sought the demographic information of the respondents such as their age, gender, income, dinning frequency, and education level.
Sampling and data collection
The data were collected from 450 customers of traditional and modern restaurants located in all 9 districts of Shiraz. Restaurants located in the 9 districts of the city were identified, then selected on the basis of the cluster sampling model. Customers of the designated restaurants were selected based on availability. The customers from the sample restaurants were selected during two first weeks of Jun 2015 in different times of the day. These respondents were requested to answer all the questions regarding their expectations and perceptions of the services provided by the restaurants. With permission granted from the preselected participating restaurants, the researcher approached the customers before or after the dining times and requested them to complete the Arabian Journal of Business and Management Review (Oman Chapter) Vol. 6, No.4, November 2016 6 self-administered questionnaire. In total, out of 500 distributed questionnaires, 450 valid questionnaires were collected. Measurements A number of paths were taken to enhance the validity of the collected data. Several experts in the service industry as well as the owners of renowned restaurants were interviewed individually. Their ideas about the questions were collected and their suggestions were applied in the questionnaire. The revised questionnaire was evaluated in a pilot test. It was afterward distributed among 30 randomly selected respondents. The questionnaire was then revised based on the analyses of the pilot test. The final questionnaire included factors which are provided as follows: In service quality, five dimensions of SERVQUAL included tangible, responsiveness, reliability, assurance and empathy. While 8 questions were allocated to the tangible, four questions were considered for every other dimensions. Therefore, 24 questions were allocated to service quality which were indeed derived from several published papers, such as Parasuraman et al. (1988) , Akbaba (2006) , and Ilhaamie (2010) , in addition to the suggestions provided from the focus group which had been done prior to this stage. Three items measured the customers' expectations toward service quality including the word of mouth, past experience and personal needs which were all derived from Parasuraman et al. (1988) . Customer satisfaction was evaluated by four questions. "I am satisfied with the services I receive from the restaurant", "Overall, I am satisfied with the money I paid for the delivered services", "The value of the delivered services satisfied me", and "The quality of the delivered services satisfied me". All the items were on a five-point scale ranging from totally agree to totally disagree. Finally, loyalty was evaluated by 8 questions which were derived from Mattila (2004) and Li (2011) .
RESULTS
As it is provided in table 1, about 56 percent of the respondents were male and more than 75 percent of them ranged in age from 15 to 44. Around 74 percent of the respondents had middle incomes ranging from $2500 to $7500, but most of them were in the range of $2500 to $5000. More than 73 percent of the respondents had an education level below bachelor degree and more than 50 percent of them were married. More over around 70 percent of them were return customers. Finally, 75 percent of the respondents paid the restaurant costs by themselves. In this research, the Cronbach`s Alpha value was 0.877, suggesting very good internal consistency reliability. Scale values above 0.8 are preferable as asserted by Pallant (2011) . Furthermore, the confirmatory factor analysis (CFA) was used to test the measurement theory and to identify the association between the indicators and variables. Factor loading of all the variables were analyzed confirming that all the variables had a sufficient extraction value of the Communalities (above 0.60) except one variable of the tangible indicator and one variable of assurance; accordingly, these variables were removed from the instrument. The results of the factor analysis used for this study are provided in table 2. As it is demonstrated in the table 2 the Cronbach`s alpha for the nine factors ranged from 0.830 to 0.936. It means that all the dimensions of the factors met the acceptable level of the internal reliability. Finally, the variance for the proposed variables in the research model met the statistical requirement for further analyses. When customers have problems, this restaurant is sympathetic.
.
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All parts of the restaurant are reassuring .809 .616 They provide their services at the time they promise to do so.
785
.766
Responsiveness
The restaurant tells customers exactly when services will be performed.
. As it is presented in table 3, the relationship between variables was investigated using the Pearson product-moment correlation coefficient. Preliminary analyses were performed to ensure no violation of the assumptions of normality, linearity, and homoscedasticity. It was found that there was a strong, correlation between the variables. In fact, the relationship between the expectation and perceived service quality was positive and strong (r = .658, n = 450, p < .0005).
It happened for all the other variables so the relationship between the expectation and satisfaction was strong and positive (r = .555, n = 450, p < .0005). Moreover, the relationship between the perceived service quality and satisfaction was strong and positive (r = .665, n = 450, p < .0005). Similarly, the relationship between the satisfaction and loyalty was strong and positive (r = .630, n = 450, p < .0005). The interesting issue related to the findings was that there were a strong and positive relationship between loyalty with expectation (r = .602, n = 450, p < .0005) and perceived service quality (r = .732, n = 450, p < .0005). Arabian Journal of Business and Management Review (Oman Chapter) Vol. 6, No.4, November 2016 Having a glimpse on the Model Summary (table 4) and checking the value given under the heading R Square, it is realized that how much of the variance in the dependent variable (loyalty) can be explained by the model (expectation, perceived service quality and satisfaction). The R Square of this model was .588 meaning that 58.8 percent of the loyalty can be explained by these three variables. The beta values of these variables were .474, .223, and .167 (sig. =.000) for perceived service quality, satisfaction, and expectation, respectively. Therefore, perceive service quality in this research had the strongest influence on the customer loyalty in restaurants, followed by the customers' satisfaction and customers' expectation toward the service provided by the restaurants. To test the model and the hypotheses, the structural equation modeling (SEM) technique was used via analysis of moment structures (AMOS) software. Before the analysis of the model, we ran CFA to examine whether these variables were highly correlated and whether the model was valid. As it is shown in table 6, all the indexes related to the model fitness achieved the required level. In fact, to obtain the model fit criteria, we deleted the indicator of service quality called empathy and one variable of loyalty labeled "If other restaurants provide cheaper prices, I will change this restaurant for future purchases". The empirical results of this research provide justifiable evidence that the proposed structural equation model designed to consider the expectation and perception of service quality, satisfaction and loyalty is acceptable simultaneously. From figure 2 and table 6 it is observed that the effect of customers' expectation on service quality in restaurants and their perception is supported. In other words, the first hypothesis was accepted (p< .05). The effect of customers' expectation on service quality and satisfaction was not supported in the model (P>.05). Hence, the second hypothesis (H2) was not supported. Furthermore, the third, the fourth, the fifth and the sixth hypotheses (H3, H4, H5, and H6) were all supported. These mean that the customers' expectation has significant effect on service quality and loyalty. Also, the perceived service quality and satisfaction had a significant effect on the customers' loyalty. Finally, the perceived service quality influenced the customers' satisfaction significantly.
Arabian Journal of Business and Management Review (Oman Chapter) Vol. 6, No.4, November 2016 11 Although in this research it was found in the hypothesis model that four indicators namely the tangible, reliability, assurance and responsibility had a significant influence on perceived service quality and it was not based on Parasuraman et al. (1988) theory toward dimensions of service quality. In fact, in this theory the dimensions of service quality include tangible, reliability, responsibility, assurance, and empathy. 
